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Cultural resources, local products 
and technological innovations: 
a possible web marketing model 
to support of the Val di Noto’s 
development
The Val di Noto is an area characterized by historical, cul-
tural, architectural and urban heritage that belonging to 
the WHL, but also, by other highly qualified resources of 
the environmental, agricultural, social and political-institu-
tional type.
An strategic planning approach may help to create a coor-
dinated and sustainable development for all the territorial 
components and, therefore, may generate a sustainable so-
cioeconomic development. In particular, in the era of glo-
balization, the territorial marketing has a new field of ac-
tion, the internet marketspace, and new tools to support 
the marketing actions by the Information and Communi-
cation Technologies (ICTs). The study proposes a methodo-
logical approach to analyze the efficiency of the web mar-
keting in the Management Plan of the area.
Introduction
The Val di Noto was an administrative district in the Norman period. In 1812, 
when it was abolished the administrative district, it included the area of the 
south-eastern Sicily. Following the earthquake of 1693, the Val di Noto’s major ur-
ban centers were destroyed. 
In the first decades of the eighteenth century, the reconstruction after the 
earthquake has produced an admirable example in terms of art, of architecture 
and of urban planning, contributing to qualify this site as the excellence for the 
late baroque. 
In this regard, the heritage of the eight towns (Noto, Palazzolo Acreide, Ra-
gusa, Modica, Scicli, Catania, Caltagirone, Militello Val di Catania), which have 
been affected by the reconstruction in the late Baroque period, was entered on the 
World Heritage List (WHL) in the 2002. In particular, the Val di Noto is a large 
area characterized not only by the UNESCO’s heritage, which represents some ex-
cellent examples of the historical and the cultural heritage, of the architectural and 
the urban planning heritage for the late baroque , but is characterized also by the 
presence of other highly qualified resources by the viewpoint environmental, agri-
food, social and political institutional. 
An efficient programming for the interventions to protect, to preserve and to 
enhance the Val di Noto’s territorial resources, seen as a system of related resourc-
es, must be made on the basis of a strategic approach to planning. The strategic 
280 L. Sturiale, M.R. Trovato
planning approach may help to create a coordinated and sustainable development 
for all the territorial components and, therefore, it is capable of generating sustain-
able socio-economic development (Trovato, 2009). But in the recent years, despite, 
the Val di Noto’s heritage has been the subject of some specific policies at the local 
and national level, that have been promoted by the United Nations, it is not able 
to express its full potential in terms of positive benefits to support the socio-eco-
nomic development. 
In particular, the UNESCO Convention has established since 2002, that all sites 
that would have been recorded at WHL after that date, must be provided of a 
management plan. In order to activate a process that is capable of expressing the 
economic and social potential of this territory, it is necessary to schedule and to 
plan a integrated process of enhancing, of the sustainable type for the resources 
(Trovato, 2012). 
So, this integrated process must be aimed at the creation of a Local Tourist 
System. In this regard, it must be supported by specific sector strategies and trans-
sectoral, and then, it must be accompanied by a plan to support the integrated 
territorial marketing actions between the different sectors. In particular, the ter-
ritorial marketing as a tool for increasing territorial competitiveness in the era of 
globalization, has a new field of the action and with the advent of the technologic 
revolution by the Information and Communication Technologies (ICTs), has also, 
some new tools to support the development of marketing actions. 
The ICTs can become an important tool to support the knowledge process of 
the territory (Sturiale, 2013; Trovato, 2013), of its the cultural heritage and of its 
the landscape, of the local identity, but also, to support the relationship between 
the different involved economic actors and the users. 
To this end, the marketing uses more and more new technologies, thus giving 
rise to territorial web marketing: the identity, the usability and the cyber technol-
ogy of a territory are the levers that must be activated in order to promote valori-
zation actions on the basis of a process of targeted and strategic capturing of the 
actual and the potential users. 
The use of ICTs is provided in the management plan UNESCO’s sites to pro-
motion the territory and of its tangible and intangible resources. 
Even in the management plan for the Val di Noto is provided the use of ICTs 
as tool to promote the territorial resources. 
The aim of this contribution is:
1. to classify the type of Val di Noto’s website using a specific model of interpre-
tation (Premazzi, 2001; Sturiale, 2013); 
2. to compare on the basis of some features of this website type its position in re-
lation to all other Italian and international, to identify the strengths and weak-
nesses of the network promotion actions which are operated in the official 
website; 
3. to measure the degree of the promotion actions that are been implemented to 
date.
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Knowledge Age and development of the territorial marketing 
The peculiarities of the “Knowledge Age” are reflected in every sphere of soci-
ety today: ICTs, developments of the Internet protocols, the diffusion of new elec-
tronic services covering every sector of our reality and have profoundly changed 
habits and established systems. Internet, while not changing the basic rules of the 
economy, has led to an amplification of the information revolution (Porter, Millar, 
1985) in place, not only at the enterprise level, transforming business processes, 
but also at the industry level, influencing structure and competitive dynamics 
(Vescovi, Issepon, 2002). 
Also the territories were affected by such revolution that has led to the pro-
gressive reduction of barriers to spatial mobility of goods and services, capital and 
people, resulting in the transfer of tangible and intangible resources from one area 
to another. For this reason the various players in the strategic planning of the ter-
ritory (policy makers) turning more and more attention to initiatives that promote 
activities that allow users to generate value for the actual (internal marketing) and 
potential (external marketing) users of the territory. 
The “Knowledge management” becomes a tool to generate capital gains across 
sectors and territories, based on a dialectic between material and immaterial re-
sources, becoming a prerequisite to activate the processes of exploitation between 
different forms of capital  (Trovato, 2013). 
As part of the strategic spatial planning policy makers and local stakeholders 
have increasingly gained the knowledge to use these tools to promote the territo-
ries trying to activate processes of creation of a strong local identity and processes 
of communication of plus-values associated. 
This process has also interested the territorial marketing, which can be un-
derstood as part of local development policies, on which they rely for decades 
the processes of economic growth and development. It arises from the transfer of 
a typical methodology of the company (marketing) in a particular context (geo-
graphical), concentrating the focus on territorial specifics and avoiding the mere 
transposition of the concepts and practices from the enterprise to the area (Sturi-
ale, 2013). 
We can not, for brevity of discussion, trace the evolutionary process of territo-
rial marketing, referring to the literature on the subject1, but will mention only a 
few key concepts to understand the importance of the use of ICTs and the poten-
tial of this instrum,;ent for the enhancement of the territory in a global context. 
The roots of territorial marketing is derived from three different conceptual ap-
proaches: relational, social and non-profit organizations (Caroli, 1999), which to-
gether help to build the complex theoretical foundations of this discipline, until a 
1 The literature on territorial marketing is very wide, therefore, refer, here, only some represen-
tative Authors: Caroli, 1999; Gilodi, 2004; Knight, 1995; Krantz e Schätzl, 1997; Moore, 1995; 
Muzzi, 2002; Sturiale e Trovato, 2013; Van den Berg, Bramezza e Van der Meer, 1994; Valdani e 
Ancarani, 2000; Varaldo, 1999.
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few years ago held the frontier but is now entered fully in the academic interests 
and in several lines of research, to support local development. 
It contributes, in fact, to create the identity of the area, through measures which 
make possible to highlight the strengths of the same, that is, the peculiar char-
acteristics, durable and distinctive, that is, those that make an area unique com-
pared to others (Ashforth and Mael, 1996; Biggiero, 2002; Muzzi, 2002; Sammarra 
and Biggiero, 2001). It is set in motion a process that, by focusing on the strengths 
and excellence in the area, to be able to use them and enrich them through appro-
priate “conditions that are able to translate the knowledge resources in local development 
factors” (Knight, 1995), in order to implement a business strategy and an efficient 
and effective management, including through coordination and harmonization of 
activities between institutions and local operators. 
In the current economic environment, the widespread diffusion of ICTs inevi-
tably involves the territories, which, therefore, must refer also to the policies and 
strategies of internet marketing (Premazzi, 2001). ICTs allow the development of 
new strategies for the promotion of territorial identity through technological con-
figurations and innovative relational structures for businesses and territories. Vir-
tual environments of communication and relationship, known as web sites, repre-
sent a great opportunity for the economic exploitation of the potential expressed 
by different territories, socio-economic, environmental, landscape and cultural 
heritage, and, therefore, for the diffusion of the local identity in global communi-
cation and may be an important variable in the new marketing models to support 
the development of the territory, the so-called territorial cyber-marketing (or web 
marketing) (Sturiale, Scuderi, 2011; Sturiale, 2013). 
The special features of the site, which range from simple information to allow 
bi-directional communication to the direct exchange of goods and/or services, al-
low land managers to implement, through these new channels of communication 
and relationship with potential users, actions to build and develop their competi-
tive advantage (Premazzi, 2001). 
Certainly, in the complex territorial web marketing strategy the creation of 
the web site is of particular importance, because it is the virtual meeting place be-
tween stakeholders who can communicate but also exchange resources (tangible 
and/or intangible) and perform transactions: communication can take different 
forms depending on the number of subjects and users (actual and potential) con-
cerned: many-to-many, one-to-many, many-to-one, one-to-one
Web, territories and UNESCO sites
Also the territories over the last decade have been included in the network, 
through a website or a portal, in order to communicate to the users (actual and 
potential) the provision of tangible and intangible resources in the area con-
cerned, as well as all services, both administrative (for internal users) that of re-
ceptivity and tourism (for external users, mostly tourists). 
Several studies conducted by the end of 1990 on models to insert in the web 
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companies from different economic sectors, it was found that the latter were al-
ready present in the physical market, develop their web presence in a gradual 
manner, from an initial situation that do not have a site, the construction of an 
informative web site, to move to e-commerce, with levels of interactivity with the 
users diversified. 
It’s obvious that get on the Internet is not just build a website, but a strategy 
more complex and integrated with marketing policies already implemented by the 
company. 
If this were not so, would just be a mistake, as they have already had the op-
portunity to experiment with some companies, leaving the whole improvisation, 
have fallen into a resounding flop, as they have lived as a “must” presence on the 
web without defining the objectives to be pursued (Sturiale, 2000). 
Probably, the mistake made by several companies in the pioneering phase of 
the Internet, that saw the proliferation of web sites, was to consider it only as a 
sales channel, while we are realizing the strategic potential of this instrument as 
a channel of information (Kotler, 2002), capable to active an interactive market-
ing that meets the needs of web consumer, creating value from the perspective of 
one-to-one with the same. 
In the literature, it is possible to find different methods of website analysis, 
in relation to different variables. For the purposes of this contribution, worthy of 
note is those of Lugli, Ziliani, 2001, which classify the sites into three types, de-
pending on the different level of interaction with the navigator and acquisition of 
information. 
In addition to this classification, we cite Jarvela et al., 1999 for tourism busi-
nesses. Others have been proposed to interpret the patterns of “e-business”, 
which is not much different from those mentioned, except for the peculiarities of 
the industry and the introduction of other levels of interactivity, which over time 
the network offers to web users2.
Web sites that develop marketing strategies have been the subject of a small 
number of specific research, because very often they are incorporated within the 
investigations relating, in particular, the tourism sector, which only represents a 
function, giving a reductive vision of the phenomenon. Unexplored is the mar-
ket space of the websites linked to UNESCO, for which specific searches are really 
small, so this contribution proposes to start the discussion and debate on the top-
ic, which will be increasingly important for the exploitation of resources tangible 
and intangible assets of the UNESCO sites and the socio-economic question. 
Yet the importance of the web-based tool to support the development of a 
UNESCO site and the promotion of related resources is supported by internation-
2 Among the different, are cited: Bucca, Scuderi, Sturiale, 2006; Di Vittorio, 2002; D-WEB, 2010; 
Ottimo, 2001, Premazzi, 2001; Ràthonyi, Vàrallyai, 2011; Sturiale, Scuderi, 2011; Sturiale, 2013. 
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al3 and national4. normative references. In the case of the UNESCO World Herit-
age Site “City late Baroque of Val di Noto” the importance of the web-based tool 
to support the development of the site and related land resources is inserted fully 
into the Management Plan, which aims to activate a special Web Site for the pro-
motion and enhancement of the site concerned. In particular, in the Management 
Plan is present this important point:
• C. Cultural and economic enhancement
• action plan C4: Promotion of sectoral plans; project 16: Brand image;
• intervention 16 C: web site5. 
From surfing the net, however, is not the existence of an official website. In 
fact, both the world site UNESCO (http://whc.unesco.org) than the ministerial na-
tional one (www.unesco.beniculturali.it), refer to the websites of each city includ-
ed in the Val di Noto. There is, however, a portal unofficial, http://www.siciliasud-
est.it/, on which the survey was conducted, and other sites (unofficial), that create 
confusion in web users.
An analysis model for the UNESCO websites oriented to the territorial 
marketing
In order to identify the main territorial marketing purposes for the Val di Noto 
website: http://www.siciliasudest.it/, has been employed an interpretation meth-
od, adapting an approach already adopted in the literature for similar analysis 
(Premazzi, 2001; Sturiale, 2013). In particular this method allows to classify the Val 
di Noto’s website and to identify on the basis of some features of this website type 
its position in relation to all other Italian and international websites for the UN-
ESCO’s sites. In particular, proceeding with the “navigation” by using the possi-
ble forms (Web Site or portal) for the virtual communication environment, and by 
monitoring the type of support to the enhancement of territories, it was possible 
to constitute the sample to be detected. The proposed interpretation method helps 
to identify the modes by which the territories are taking advantage of the emerg-
ing opportunities that are offered by the new technologies. in fact by using the 
ICTs is possible to convey the territorial “competitive advantage”, which is based 
on local identity into “glocal identity” (global+local ) (Sturiale, 2000). 
The model by which will be examined the virtual environment of the territo-
rial marketing for the UNESCO’s sites , consider the following variables:
• the information broadcast is characterized by some strategic elements, as: the 
pursued purpose in the use of the virtual communication environment, the rela-
3 UNESCO, (2005), (p. 132); UNESCO, (2008), (p. 134); UNESCO, (2011), (p. 136); UNESCO, 
(2012), (p. 136); UNESCO, (2013), (p. 136).
4 Ministero per i beni e le attività culturali, (2004), (p.30); Ernst & Young Financial Business Advi-
sor S.p.A. e Ministero per i beni e le attività culturali, (2005). 
5 Ministero per i beni e le attività culturali, (2004), (p.30); Ernst & Young Financial Business Advi-
sor S.p.A. e Ministero per i beni e le attività culturali, (2005).
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tion type (information and/or interactive), the use of the social networks, which 
is characteristic by the current use Web 2.0 (it is already talk of Web 3.0);
• the nature of the subject recipient of the territorial marketing action (user actual 
and / or potential);
• the type of involved person actively as a promoter of the territorial marketing ac-
tion (the PA institutions, chambers of commerce, trade associations, associations 
of local operators, etc.).
• the reference territorial ambit (local, regional, national, international).
The survey was conducted through the navigation of all the italian UNESCO’s 
websites, it began in spring 2013 (it still is under way and it is involving also some 
European UNESCO’s websites). On the basis of the considered variables, it was 
possible to give an interpretation of the phenomenon of cyber-marketing plan-
ning, distinguishing the websites in the following four categories of the sites in 
the Table 1. The proposed four categories don’t allow to identify uniquely the 
class of the sites, rather (in most of the identified sites) indicates the main function 
of the site, in fact, it is possible that some of them can also have some characteris-
tics of the other categories.
Table 1. The categories of the sites.
INFORMATIVE SITES TO SUPPORT THE KNOWLEDGE AND THE USE OF THE TERRITORY: 
usually, they are triggered by local authorities and they are intended for the stable and potential 
users of the area; they allow to give visibility to the resources of the area and the activities of 
local governments. 
INFORMATIVE SITE TO PROMOTE THE TOURISM: 
they are activated by different subjects (municipalities, provinces, regions, bodies of the Tourism 
Promotion, etc.), and can be seen as the cyber-marketing actions planning outwards , its aim is 
to provide detailed information on the use and on the livability of the area so as to influence the 
choice of the potential user turning it into effective user. 
INTERACTIVE SITES TO SUPPORT  THE SOCIAL AND ECONOMIC LOCAL DEVELOPMENT:
 they are triggered by the municipalities, whose main purpose is to offer a range of online 
services to the citizens, to the businesses and to the organizations in the area; these are a cyber-
marketing planning that promote actions towards the inside, then, they allow a high level of 
interactivity between the users, with benefits in terms of the effectiveness and the efficiency of  
the services. 
INTERACTIVE SITIES OF THE E-COMMERCE AND E-SERVICE:
 they are activated by different subjects (individual local entrepreneurs, local trade associations, 
governments, forms of governance for local development, etc.); they may be of B2C or B2B type 
,but they are always focused to enhance the local typicality and to promotion of the tangible and 
intangible resources; these sites by online transaction are supporting the “globalization” process, 
in fact, they offer to the global potential users, the knowledge and the ability to buy local goods 
and services. 
In Table 2, have been reported only some of the investigated UNESCO’s web-
sites (for brevity of the discussion), and then, reference is made to a complete nav-
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Table 2. The web sites of the italian UNESCO sites which are connected with the http://whc.une-
sco.org (some examples).
Inormative sites to support the knowledge and 
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igation, that will allow to identify in an interactive way the functionality and the 
capabilities of the sites.
Inormative sites to support the knowledge and 
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The Val di Noto’s website: strengths and weaknesses
In order to provide a more complete picture, although not exhaustive, of the 
web marketing strategy that is adopted to the web site the “City late Baroque of 
Val di Noto” (http://www.siciliasudest.it/) is been used the model of 7C (Bucca, 
Scuderi and Sturiale, L. 2006). 
This model was adapted to the specific case. It allowed to identify the features 
and to show the strengths and the weakness of the site. These elements are very 
important to improving the level of the web marketing for the UNESCO’s site 
that is in question (Table 3).
In relation to items previously identified, can be seen, as in the face of a high 
quality mix of the territorial resources, the web tool to support the development 
of these resources is inadequate to support the potential socio-economic develop-
ment that is connected to these economies of scale, making unexpressed these po-
tential. 
In particular, focusing on the material resources related to the agri-food depos-
its in the UNESCO site territory, the analysis has highlighted, among the many 
aspects that here it is not possible, that these resources are not well exploited. 
In particular, only a few of the quality products (marked with P.D.O., P.G.I. 
and wines D.O.C. and D.O.C.G.) are retrieved and otherwise highlighted, as 
shown in the Table 4.
The web must be developed as targeted action to support the implementation 
of the marketing strategies. In the case of the UNESCO’s site the “Late baroque 
cities of the Val di Noto” although for it has been drawn up for a Management 
Plan (2002) and an Operational Plan (2005), the planning process of the actions on 
the heritage and its the management, lacks of an appropriate marketing plan. 
A marketing plan is instrumental to implement the coordination between the 
resources and the users and to implement the coordination between a demand of 
the increasingly global cyberspace type and an integrated territorial offer.
Conclusion
The web marketing planning to support the exploitation of the resources is 
useful to guide and to converge the users towards a potential Local Tourist System 
of the Val di Noto. It can become a tool to generate capital gains across sectors, 
that is based on a dialectic between the material and the immaterial resources, but 
also, it can become a prerequisite to start up of the exploitation processes affecting 
different forms of capital. The enhancing for the Val di Noto’s territorial resources 
means transferring the value of the same territory to the user, who can perceive 
the use of local products and services as opportunities to increase the individual 
or collective value. So, the web marketing planning can be identified as a potential 
tool able to implement the transfer of value from the territory to the user. 
Then, it can be see, in the processes of territorial planning, as the tool capable 
of transforming the excellence of the available resources (the site UNESCO, the 
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Table 3. SWOT Analysis UNESCO Web site: http://www.siciliasudest.it/.
STRENGTHS
1. the managing body is a institutional type, it 
is, in fact the Superintendent BB.CC.AA, and 
so, the site is characterized by a institutional 
profile;
2. the content of the site is offered in both 
Italian and English;
3. consistency of the promoters;
4. the presence of different types of interactive 
and relational tools that offering online 
applications which allow a high level of the 
interaction between the website, such as the 
Geblog tool;
5. the presence of some social media platforms, 
such as YouTube;
6. the presence of  some social networks, such 
as Facebook and Twitter;
7. a good ability to provide information 
support to different types of users;
8. consistency with the objectives for which 
the site, it was designed ;
9. consistency of the  contained information 
with the general information objectives of 
the site;
10. the presence of a support tool to feedback;
11. the presence of some offered services, albeit 
of basic level, to support the socio-economic 
system, almost exclusively of  promotional 
tourism type.
WEAKNESS
1. low capacity of the site to be customized by 
the visitors;
2. there is a strong weakness in the 
identifiability of the site by the users due to:
• absence in the name of reference to site 
content;
• the inability for the user to identify the 
institutional nature of the site and its 
relative reliability;
• the presence of websites with similar 
content, ie with reference to the Val di 
Noto’s heritage that are present in the 
cyberspace;
3. lack of the information about the local 
transport system;
4. partial visibility of the Val di Noto’s agro-
food quality products , many of which are 
absent;
5. repetition of information about the agro-
food products, in fact, there are the same 
but  belonging to the different municipalities 
of the Val di Noto;
6. no connection, even informational type with 
the production system, in fact, there are not 
link to the agro-food companies producing 
for the products that are been listed on the 
site.
THREATS
1. no connection with the production system, 
in fact, there are not any connections with 
the manufacturers of the agro-food for the 




4. low degree of correlation with other sites. 
There are only some links of the local 
institutional type;
5. no correlation with sites of nature tourist 
accommodation, culinary and commercial;
6. no connection with sites of socio-cultural 
nature;
7. local dimension of the site;
12. no connection with official websites of the 
institutional supranational level such as: the 
site www.uneco.org, and national, such as: 
www.unesco.it and www.sitiunesco.it, which 
shows a marginal position of the official 
site within the international and national 
UNESCO’s network.
OPPORTUNITIES
1. a connection with the official sites of the Val 
di Noto’s towns and therefore, the presence 
of a local and institutional network.
2. high qualification of UNESCO’s heritage;
3. high qualification of natural and 
environmental heritage;
4. high qualification of agro-food products that 
are presented on the site.
5. high mix of local resources.
290 L. Sturiale, M.R. Trovato
nature reserves, the high level of typical agri-food products and of the quality ag-
ri-food products), in a form of excellence perceived by its users. 
The made analysis has allowed to identify the characteristics of the web site 
and the territorial web marketing type that is been developed to support it. In 
particular, the analysis was conducted by comparing the case study with those of 
Table 4. The Val di Noto’s quality products presented in the WHL and in the web site http://
www.siciliasudest.it/.
The Val di Noto’s quality products that are been presented in 
tabs of the proposal for the nomination of the site to WHL
The Val di Noto’s quality products 
which are promoted on the web 
site http://www.Siciliasudest.It/
Location Produt
Caltagirone Monti Iblei’s extra virgin olive oil P.D.O. X
Wine D.O.G.C. Vittoria’s Cerasuolo  
Mazzarrone’s table grapes P.G.I.
Modica Ragusa’s  caciocavallo P.D.O.
Monti Iblei’s extra virgin olive oil P.D.O. X
Noto Monti Iblei’s extra virgin olive oil P.D.O. X
Almond “Pizzuta” that is protected by the 
Slow Food
X
Noto’s Natural Moscato C.D.O.
Noto’s Fortified Wine C.D.O.
Nero d’Avola wine C.D.O.
Cherry Tomatoes P.G.I.
Ragusa’s  caciocavallo P.D.O.
Cantaloupe melon P.G.I. X




Ragusa’s  caciocavallo D.O.P. X
Monti Iblei’s extra virgin olive oil P.D.O. X
Tartufaie
Ragusa Monti Iblei’s extra virgin olive oil P.D.O. X
Ragusa’s  caciocavallo P.D.O. X
Ispica’s novella carrot P.I.G. (*)
Val di Noto Other products which are present 
in the list of traditional food 
products
(*) This product is not present in the tables of the proposal for the nomination of the site to the 
WHL, but it is present on the site http://www.siciliasudest.it/ from the date of recognition of the 
P.G.I.
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other UNESCO sites. This analysis has highlighted a number of strengths of the 
site, but, unfortunately, also some weaknesses that should be removed to allow 
at this tool to activate the promotion and development processes for the territory 
and for its resources. It is possible to highlight some of the advantages that the 
use of ICTs offer to the considered territory. 
These can be summarized on the one hand, in the extension of the network of 
the involved actors in local marketing activities and, on the other hand, in the ex-
tension of the reference spatial context, which thus becomes a “glocal”. 
The “glocal” dimension of the territorial marketing offers some modular and 
synergistic enhancement initiatives, including have particular importance those, 
which are aimed at the conservation and the enhancement of the cultural identity 
diffusion, as the use of social networks, and then, the use of all the Web 2.0 tools.
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